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ABSTRACT:  In an effort to portray a welcoming environment for students of color, some Christian col-
leges and universities may be tempted to overrepresent their racial diversity in their promotional materials. 
Through a two-phase empirical analysis, this study explored three factors that are central to this potential 
ethical issue: the prevalence of racial overrepresentation at Christian colleges, the relative attraction of 
promotional materials that depict higher versus lower percentages of students of color, and prospective 
college students’ evaluation of racial overrepresentation. Although relatively few Christian schools were 
found to overrepresent their student population’s actual racial diversity, some did so substantially, and 
others even underrepresented their diversity. Furthermore, while prospective college students expressed 
only moderate concern about racial overrepresentation, their attraction to various brochures differed along 
racial lines. Students of color exhibited little variation in their preferences, but Caucasian students tended 
to favor brochures that depicted medium to low levels of racial diversity. These findings present unique 
ethical considerations for institutions of Christian higher education, which often emphasize integrity, recon-
ciliation, and concern for those who are disadvantaged.
NOTE: The	author	would	like	to	acknowledge	the	assistance	of	the	students	in	his	spring	2009	honors	Advertising	Ethics	class.



















































































































































Table 1: Percentage of First-Year Students by Race for 15 of America’s Largest Public Campuses1
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Figure 1: Tension Surrounding Percentage of Students of Color Presented in an Ad
Table 2: CCCU Brochure Frequencies









































































































SECOND  EMP I R I CA L  ANALYS I S :











































Table 3: Test of Difference in Proportions for Schools with Ten Percent or Greater Discrepancy
between Actual Student Diversity and Brochure Diversity
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Table 4: 
Independent Sample T-Tests: Students of Color (SOC) vs. Non-Students of Color (NSOC)




















































Table 5: Paired Sample T-Tests for Brochure Preference Composites
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Appendix: Brochure Examples from Second Empirical Study
